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Service is a interactive process, not a tangible thing, so it can’t be saw and touched. 
If customers want to evaluate the service quality after consuming it, they need to depend 
on their feelings of the service process. In addition, the customers must participate in 
the process when they enjoy the service due to the unique characteristic of service of 
simultaneity of production and consumption. Just because of this the customers will 
have an effect on the service process together with service encounter staff. However, 
when they consume complex or unfamiliar service, such as insurance, investment, 
consulting, customers can not participate in service production effectively in most cases 
because of lack of some knowledge and skills about the service, which negatively 
influences service performance and customer satisfaction. Therefore service 
organization should take some measures to make their customers obtain the knowledge 
and skills necessary to participate in service production and know their roles involved 
as a customer of a specific service organization in order to increase customer 
satisfaction. Thus this article proposes that customer knowledge acquisition and role 
adaptation are similar to the process in which new members experience new 
organizational environment, and service contact personnel, as a representative of 
service organization, is responsible for helping customers to adapt to their roles in 
service environment. In the service interaction process, the service workers can deliver 
the relative messages to customers to prompt them to definitize their role in the service 
and acquire the service ability and the confidence to better participate in the service. 
Based on symbolic interaction theory and combined service interaction theory 
with customer organization socialization theory, this article explores the relationship of 
service interaction quality (In short "interaction quality") and customer satisfaction and 
the mediation mechanism of newcomer adjustment between them, and reveals the 
moderation mechanism of customer perception uncertainty and need for cognition in 
the relationship between interaction quality and newcomer adjustment in the customer 
perceived complex or unfamiliar service environments. Through the analysis of 















Firstly, Interactive quality has positive influence on newcomer adjustment  and 
customer satisfaction; Secondly, consumer perceived uncertainty and need for 
cognition are as the moderator variable in the influence of interaction quality on 
customer satisfaction and reduce the effect; Thirdly, newcomer adjustment connects the 
relationship between interaction quality and customer satisfaction and plays a role of 
partially mediator. Thus this paper not only expands service interaction theory and 
customer socialization theory in the academic world, but also can provide guidance for 
service organizations in practice to improve service encounter process and enhance the 
service performance.  
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     服务业的发展状况是衡量一个国家和地区经济发展水平的重要标志。改革
开放以来，我国服务业得到非常快速的发展，其在国内生产总值（GDP）中所占








































满意度的影响展开了大量的研究。Grove 和 Fisk 于 1983 的研究中提出了服务剧
场模型，他们将服务的互动过程比喻成为戏剧表演，认为表演的整体效果是由演
员(服务员工)、观众(顾客)、舞台设计(服务环境和设施等)及前后台之间动态互
动的结果[2]；Solomn 和 Czepiel 提出服务角色理论，认为服务互动过程中，顾客
和服务人员分别充当角色的指定者和角色的扮演者，双方对其角色的理解的匹配





了客户服务代表的特征对顾客满意度的影响作用[5]；Cedric Hsi-Jui Wu & Rong-Da 
Liang（2009）该研究以高档酒店餐饮服务为研究对象，探究餐厅的物理环境、顾
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